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ABSTRAK 
 
Penelitian ini bertujuan untuk mengetahui pengaruhAvailability of 
Money and Time, Fashion Involvement, dan Hedonic Consumption 
Tendency terhadap Impulse Buying.Objek penelitian ini adalah konsumen 
wanita Matahari Department Store di Surabaya, dengan sampel sebanyak 
200 orang yang diambil dengan menggunakan metode purposive sampling. 
Kuesioner dibagikan secara langsung kepada konsumen wanita yang telah 
berbelanja atau melakukan pembelian pada Matahari Department Store di 
Surabaya. SEM (Structural Equation Modeling) digunakan dalam 
menganalisis data.Penelitian ini menemukan bahwa, diantara lima variabel 
penelitian, hanya available of time yang tidak berpengaruh terhadap impulse 
buying. Sedangkan, variabel lain yaitu availability of money, fashion 
involvement, dan hedonic consumption tendency berpengaruh terhadap 
Impulse Buying 
 
Kata Kunci:  Availability of Money and Time, Fashion Involvement, 
Hedonic Consumption Tendency, Impulse Buying 
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ABSTRACT 
 
 This study aims to determine the effect Availability of Money and 
Time, Fashion Invlovement, and Hedonic Consumption Tendency towards 
Impulse Buying.  The object of this study is the female consumer Matahari 
Department Store in Surabaya, with a sample of 200 people taken by using 
purposive sampling method. Questionnaires were distributed directly to 
women consumers who have shopped or made a purchase at the Matahari 
Department Store in Surabaya. SEM (Structural Equation Modeling) was 
used to analyze the data.This study found that, among the five variables 
investigated, only available of time that does not affect the impulse buying. 
Meanwhile, other variables namely the availability of money, fashion 
invlovement, and hedonic consumption tendency effect on Impulse Buying 
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